Eating green : customers' willingness for adoption of ecological food consumption behaviors : a comparative study between Malaysian and Singaporean consumers / Maryam Kashani Nazari by Nazari, Maryam Kashani
  
93 
 
BIBLIOGRAPHY 
Allen, J. B., & Ferrand, J. L. (1999). Environmental locus of control, sympathy, and 
proenvironmental behavior. Environment and Behavior, 31, 338–353. 
Anderson, W. Th., & Cunningham, W. H., (1972). The socially conscious consumer. Journal of 
Marketing, 38, 23-31.  
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 
Decision Processes, (50) 2, 179-211. 
Azjen, I. & Fishbein, M. (1992). Theory of reasoned action as applied to moral behavior: A 
confirmatory Analysis. Journal of Personality and Social Psychology. 62(1). 98-109. 
Arbuthnot, J. (1977). The roles of attitudinal and personality variables in the prediction of 
environmental behaviour and knowledge. Environment and Behavior, 9 (2), 217-32. 
Bang, H., Ellinger, A. E., Hadjimarcou, J., & Traichal, P. A. (2000). Consumer concern, 
knowledge, belief, and attitude toward renewable energy: An application of the Reasoned 
Action Theory. Psychology and Marketing, 17(6), 449–468. 
Beardsworth, A., & Keil, T. (1991). Health-related beliefs and dietary practices among 
vegetarians and vegans: A qualitative study. Health Education Journal, 50(1), 38–42. 
Bernstein, D. (1992). In the Company of Green: Corporate Communication for the New 
Environment, ISBA, London. 
  
94 
 
Bissonnette, M. M., & Contento, I. R. (2001). Adolescents‘ perspectives and food choice 
behaviors in terms of the environmental impacts of food production practices: Application of a 
psychosocial model. Journal of Nutrition Education, 33(2), 72–82. 
Bonini, S. and Oppenheim, J. (2008). Helping green products grow. Retrieved 1
st
 October 2012, 
from http://www.mckinsey.com/Clientservice/sustainabilitypdf/helping_green_ products_grow.pdf. 
Carlo, E. (1999). Marketing strategy, product safety, and ethical factors in consumer choice. 
Journal of Business Ethics, 21 (1), 37-48.  
Carlsson-Kanyama, A. (1998). Climate change and dietary choices—How can emissions of 
greenhouse gases from food consumption be reduced. Food Policy, 23(3-4), 277– 293. 
Casewell, J. and Modjuszka, E. (1996), Using informational labeling to influence the market for 
quality in food products, Working Paper No. 2, Food Marketing Policy Centre, University of 
Connecticut, Mansfield, CT. 
Chambers, S., Lobb, A., Butler, L., Harvey, K., & Traill, W. B. (2007). Local, national and 
imported foods: A qualitative study. Appetite, 49(1), 208–213. 
Chan, Y.K.R. (2004), Consumer responses to environmental advertising in China, Marketing 
Intelligence & Planning, 22 (4), 427-37. 
Charter, M. & Polonsky, M.J. (1999). Green marketing: A global perspective on global 
marketing practices. Sheffield: Greenleaf Publications. Management, 1(1), 36-45. 
Chase, D.& Smith, T.K. (1992), Consumers keen on green but marketers don‘t deliver. 
Advertising Age, 63(29), 2-4. 
  
95 
 
Cleveland, M., Kalamas, M. & Laroche, M. (2005), Shades of green: linking environmental 
locus of control and pro-environmental behaviors. Journal of Consumer Marketing, 22 (4), 198-
212. 
Cornwell, T.B. & Schwepker, C.H.J. (1995), Ecologically concerned consumers and their 
product purchases, in Polonsky, M.J. and Mintu-Wimsat, A.T. (Eds), Environmental Marketing: 
Strategies, Practice, Theory, and Research, The Haworth Press, New York, NY, 77-101. 
Czinkota, M. and Ronkainen, I. (1992), Global marketing 2000: a marketing survival guide. 
Marketing Management, 1 (1), 36-45. 
Diamantopoulos, A., Schlegelmilch, B., Rudolf R. Sinkovics, R., & Bohlen, G.M. (2003) Can 
socio-demographics still play a role in profiling green consumers? A review of the evidence and 
an empirical investigation Journal of Business Research, 56, 465– 480. 
D‘Souza, C., Taghian, M., Lamb, P. and Peretiatkos, R. (2006), Green products and corporate 
strategy: an empirical investigation, Society and Business Review, 1 (2), 144-157. 
Ebreo, A., Hershey, J., & Vining, J. (1999). Reducing solid waste. Linking recycling to   
environmentally responsible consumerism. Environment & Behavior, 31, 107-135. 
Elferink, E.V., Nonhebel, S., Moll, H.C., (2008). Feeding livestock food residue and the 
consequences for the environmental impact of meat. Journal of Cleaner Production, 16, 1227-
1233.  
Fien, J., Ai, I. T. P., Yencken, D., Sykes, H., & Treagust, D. (2002). Youth environmental 
attitudes in Australia and Brunei: Implications for education. The Environmentalist, 22, 205–
216. 
  
96 
 
First, I. & Khetriwal, D.S. (2008). Exploring the relationship between environmental orientation 
and brand value: is there fire or only smoke. Business Strategy and the Environment, (19) 2, 90-
103. 
Fraj, E. and Martinez, E. (2007). Environmental Values and Lifestyle as Determining Factors of 
Ecological Consumer Behavior: An Empirical Analysis. Journal of Consumer Marketing, 
23(3), 133-144. 
Fuller, D.A. (1999). Sustainable Marketing, Sage Publications, Thousand Oaks, CA.  
Gamba, R. J. & Oskamp, S. (1994). Factors influencing community residents‘ participation in 
commingled curbside recycling programs. Environment and Behavior. 26, 587–614. 
Ginsberg, J.M. & Bloom, P.N. (2004). Choosing the right green marketing strategy. MIT Sloan 
Management Review, 46( 1), 79-84. 
Grankvist, G., & Biel, A. (2001). The importance of beliefs and purchase criteria in 
the choice of eco-labeled food products. Journal of Environmental Psychology, 21, 
405–410. 
Green Biz Staff (2009). Most green labels fail to catch shoppers‘ eyes, survey finds. Retrieved  
5
th
 September, 2012 from: www.greenbiz.com/news/2009/09/23/most-green-labels-missing-
mark-survey-finds.  
Habib, A., Idrees A., and Khursheed, A. (2010). Factors in Environmental Advertising 
Influencing Consumer‘s Purchase Intention. European Journal of Scientific Research 48(2), 
217-226.  
  
97 
 
Hair, J. F., Black, W.C., Anderson R. E. & Tatham, R. L. 2006. Multivariate data analysis. 6
th
 
ed. New Jersey: Prentice Hall.  
Hansen, T.( 2003). The online grocery consumer: results from two Scandinavian surveys. 
Working paper No.1, March, Department of marketing, Copenhagen Business School.  
Harris, P.G. (2006). Environmental perspectives and behavior in China: synopsis and 
bibliography. Environment and Behavior, 38 (1), 5-21 
Hartmann Group (2007), The Hartman Report on Sustainability: Understanding the Consumer 
Perspective, Hartman Group, Bellevue, WA. 
Hartmann, P., Ibanez, V.A. and Sainz, F.J.F. (2005), Green branding effects on attitude: 
functional versus emotional positioning strategies. Marketing Intelligence & Planning, 23(1), 9-
29. 
Hawkins, D.I., Best, R.J. & Coney, K.A. (1998), Consumer Behavior: Building Market 
Strategy, McGraw-Hill, Boston, MA. 
Hock, S. (2007). The population of peninsular Malaysia. Retrieved 16
th
  September, 2012, 
from:  http://books.google.com/books  
Izmirli, S., & Phillips, C. J. C. (2011). The relationship between student consumption of animal 
products and attitudes to animals in Europe and Asia. British Food Journal, 113(3), 436–450. 
Jabs, J., Devine, C. M., & Sobal, J. (1998). Model of the process of adopting vegetarian diets: 
Health vegetarians and ethical vegetarians. Journal of Nutrition Education, 30(4), 196–202. 
  
98 
 
Jones, A. (2002). An environmental assessment of food supply chains: A case study on dessert 
apples. Environmental Management, 30(4), 560–576. 
Jungbluth, N., Tietje, O., & Scholz, R. (2000). Food purchases: Impacts from the consumers‘ 
point of view investigated with a modular LCA. International Journal of Life Cycle Assessment, 
5(3), 134–142.  
Juwaheer, T.D., Pudaruth, Sh., & Noyaux, M.M.E. (2012). Analyzing the impact of green 
marketing strategies on consumer purchasing patterns in Mauritius. World Journal of 
Entrepreneurship, Management and Sustainable Development, 8(1). 36-59. 
Kalafatis, S.P., Pollard, M., East, R. and Tsogas, M.H. (1999). Green marketing and Ajzen‘s 
theory of planned behavior: a cross-market examination. Journal of Consumer Marketing, 16 
(5), 441-60. 
Kellgren, C.A. and Wood, W. (1986). Access to attitude-relevant information in memory as a 
determinant of attitude-behavior consistency. Journal of Experimental Psychology, 22, 328-38. 
Kerlinger, F.M. & Lee, H. (2000). Foundations of behavioral research, 4
th
 ed., Stamford. 
Wadsworth.  
Kilbourne, W. (1995), Green advertising: salvation or oxymoron. Journal of Advertising, 24( 
2), 7-19. 
Kotler, P. & Armstrong, G. (1995). Principles of Marketing, 7th ed., Prentice Hall, Englewood 
Cliffs, NJ. 
  
99 
 
 Laroche, M., Bergeron, J. and Barbaro-Forleo, G. (2001). Targeting consumers who are willing 
to pay more for environmentally friendly products. Journal of Consumer Marketing, 18(6), 503-
20. 
Lea, E., & Worsley, A. (2003). The factors associated with the belief that vegetarian diets 
provide health benefits. Asia Pacific Journal of Clinical Nutrition, 12(3), 296–303. 
Lea, E., & Worsley, A. (2008). Australian consumers‘ food-related environmental beliefs and 
behaviors. Appetite, 50(2-3), 207–214. 
Lee C, & Green RT. (1991). Cross-cultural examination of the fishbein behavioral intentions 
model. Journal of International Business Studies, 22(2), 289–305. 
Leire, C. and Thidell, A. (2005), Product-related environmental information to guide consumer 
purchases e a review and analysis of research on perceptions, understanding and use among 
Nordic consumers. Journal of Cleaner Production, 13(10), 61-70. 
Lin, P.-C., & Huang, Y.-H. (2011). The influence factors on choice behavior regarding green 
products based on the theory of consumption values, Journal of Cleaner Production. 1-8.   
Liu, L. J. (2003). Enhancing sustainable development through developing green food: China‘s 
option.  Retrieved 12
th
 September, 2 012 from: http://www.unctad.org trade_env/ 
test1/meetings/bangkok4/chinaPPT.pdf 
Lockie, S., Lyons, K., Lawrence, G., & Mummery, K. (2002). Eating ‗green‘: Motivations 
behind organic food consumption in Australia. Sociologia Ruralis, 42(1), 23–40. 
Louchran, V. and Kangis, P. (1994). Commentary: gift packaging in duty-free markets – 
environmentalism and brand equity. Journal of Product & Brand Management, 3(3), 5-7. 
  
100 
 
Magnusson, M. K., Arvola, A., Hursti, U. K., Aberg, L., & Sjo¨ de´n, P.-O. (2003). Choice of 
organic foods is related to perceived consequences for human health and to environmentally 
friendly behaviour. Appetite, 40, 109–117. 
Mathur, L.K., and Mathur, I., 2000. An analysis of the wealth effects of green market strategies. 
Journal of Business Research, 50, 193-200. 
Mainieri, T., Barnett, E. G., Valdero, T. R., Unipan, J. B., & Oskamp, S. (1997). Green buying: 
The influence of environmental concern on consumer behavior. The Journal of Social 
psychology, 137, 189-204. 
Mazur, A. (2010). State of green business forum,  Retrived October 9
th
 , 2012 from:  
www.worldchanging.com/archives/010971.html .  
Meffert, H. and Kirchgeorg, M. (1993). Marktorientiertes Umweltmanagement, Schaeffer- 
Poeschel, Stuttgart. 
Mendleson, N. (1994), Environmental marketing business partnering at AFC-developing 
strategic alliances, environmental marketing: critical success strategies for reaching the green 
consumer. Proceedings of the 1994 Conference, Sydney, 22-23 February, pp. 87-103. 
Mertig, A. G., & Dunlap, R. E. (2001). Environmentalism, new social movements, and the new 
class: A cross-national investigation. Rural Sociology, 66(1), 113–136. 
Mintel (1995). The second green consumer report, London: Mintel international group Ltd.  
Mintel (2006). Green living. US Marketing Research Report, London. 
  
101 
 
Nik Abdul Rashid, N.R. (2009). Awareness of eco-label in Malaysia‘s green marketing 
initiative. International Journal of Business and Management, 4(8), 132-41. 
Ottman, J. (1992), Sometimes consumers will pay more to go green, Marketing News, 6 July, p. 
16. 
Ottman, J. (1998), Green Marketing: Opportunity for Innovation, NTC-McGraw-Hill, 
New York, NY. 
Ottman, J.A., Stafford, E.R. and Hartman, C.L. (2006), Avoiding green marketing myopia: 
ways to improve consumer appeal for environmentally preferable products, Environment, 
48(5), 22-36. 
Pallant, J. (2007). SPSS Survival Manual, Third Edition. Crows Nest: Allen & Urwin.  
Papadopoulos, I., Karagouni, G., Trigkas, M. and Platogianni, E. (2010). Green marketing: the 
case of Greece in certified and sustainably managed timber products.  Euro Med Journal of 
Business,  5 (2), 166-190.  
Paquette, M.C. (2005). Perceptions of healthy eating: state of knowledge and research gaps. 
Canadian Journal of Public Healthy, 96, S15-9-S16-21. 
Peattie, K. (1995). Environmental Marketing Management: Meeting the Green Challenge, 
Pitman Publishing, London.  
Peattie, K. (1999). Trapping versus substance in the greening of marketing planning. Journal of 
Strategic Marketing, 7 (2), 131-48. 
Peattie, K. and Crane, A. (2005). Green marketing: legend, myth, farce or prophesy? 
Qualitative Market Research, 8(4), 357-370.  
  
102 
 
Pickett-Baker, J. & Ozaki, R. (2008). Pro-environmental products: marketing influence on 
consumer purchase decision. Journal of Consumer Marketing, 25 (5), 281-293. 
Pirouznia, M. (2001). The association between nutrition knowledge and eating behavior in male 
and female adolescents in the US. International Journal of Food Science and Nutrition, 52( 2), 
127-32. 
Polonsky, M.J. & Mintu-Wimsatt, A.T. (Eds) (1995). Environmental Marketing: Strategies, 
Practice, Theory, and Research. The Haworth Press, New York, NY. 
Pooley, J.A. and O‘Connor, M. (2000). Environmental education and attitudes: emotions and 
beliefs are what is needed. Environment and Behavior, 32 (5), 711-23. 
Povey, R., Wellens, B., & Conner, M. (2001). Attitudes towards following meat, vegetarian and 
vegan diets: An examination of the role of ambivalence. Appetite, 37, 15–26. 
Rahbar E.,& Abdul Wahid, N. (2011). Investigation of green marketing tools‘ effect on 
consumers‘ purchase behavior. Bussiness strategy series, 12( 2), 73-83.  
Raijas, A. (2002). The consumer benefits and problems in the electronic grocery store. Jornal of 
Retailing and Consumer Services, 9 (2), 107-113. 
Ramlogan, R. (1997). Environment and human health: a threat to all. Environmental 
Management and Health, (8) 2, 51 – 66. 
Rashid, R.N.A. (2009). Awareness of eco-label in Malaysia‘s green marketing initiative. 
International Journal of Business and Management, 4(8), 132-141. 
  
103 
 
Richards, D.J. (1994). Environmentally conscious manufacturing. National Academy of 
Engineering, World Class Design to Manufacture, 1(3), 15-22. 
Robinson, R., & Smith, C. (2002). Psychosocial and demographic variables associated with 
consumer intention to purchase sustainably produced foods as defined by the Midwest Food 
Alliance. Journal of Nutrition Education and Behavior, 34(6), 316–325. 
Rose, B. (2002). Introduction of Brand Green: Mainstream or Forever Niche, Green Alliance, 
London. 
Rothschild M.L. (1979).  Marketing communications in non-business situations or why it‘s so 
hard to sell brotherhood like soap. Journal of Marketing 43(2), 11 –20. 
Samdahl, D & Robertson, R (1989). Social determinants of environmental concert:  
Specification and test of the model. Environment and Behaviour 21 (1), 57-81. 
Scheibehenne, B., Miesler, L., & Todd, P. M. (2007). Fast and frugal food choices: Uncovering 
individual decision heuristics. Appetite, 49(3), 578–589. 
Schlegelmilch, B.B., Bohlen, G.M. and Diamantopoulos, A. (1996).The link between green 
purchasing decisions and measures of environmental consciousness. European Journal of 
Marketing, 30(5), 35-55. 
Scott D, & Willits FK. (1994). Environmental attitudes and behavior: a Pennsylvania survey. 
Environmental Behavior 26(2), 239– 60. 
Simon, F. (1992), Marketing green products in the triad, Columbia Journal of World Business, 
27 (Fall and Winter), 268-85. 
  
104 
 
Sobal, J., & Nelson, M.K. (2003). Food Waste. In Encylopedia of food and culture, ed. S.H. 
Katz, 28-29. New York: Charles Schribner‘s Sons. 
Steptoe, A., Pollard, T. M., & Wardle, J. (1995). Development of a measure of the motives 
underlying the selection of food: The Food Choice Questionnaire. Appetite, 25(3), 267–284. 
Stern, P. C., & Oskamp, S. (1987). Managing scarce envir-onmental resources. In D. Stokols & 
I. Altman (Eds.). Handbook of Environmental Psychology (2) 1043-1088. 
Simon, F. (1992). Marketing green products in the triad. Columbia Journal of World Business, 
27, 268-85. 
Singapore Department of Statistics (2011). Population Trend 2011. Retrived 24 August 2012, 
from: http://www.singstat.gov.sg/pubn/popn/ population2011.pdf 
Soonthonsmai, V. ( 2007). Environmental and green marketing as global competitive edge: 
Concept, synthesis, and implication. EABR (business) and ETLC (teaching). Conference 
Proceeding, Venice, Italy.  
Stafford, E.R. (2003). Energy efficiency and the new green marketing. Environment, 45( 3), 8-
10. 
Stern, P. C., Dietz, T., Abel, T., Guagnano, G.A., & Kalof, L. (1999). A value-belief-norm 
theory of support for social movements: The case of environmentalism. Human Ecology 
Review, 6, 81-97. 
Strauss, J. (1984). Joint determination of food consumption and production in rural Sierra 
Leone: Estimates of a household-firm model. Journal of Development Economics 44(1),77-103. 
  
105 
 
Swenson, M.R. and Wells, W.D. (1997). Useful correlates of pro-environmental behaviour, in 
Goldberg, M.E., Fishbein, M. and Middlestadt, S.E. (Eds), Social Marketing, Theoretical and 
Practical Perspectives, Lawrence Erlbaum, Mahwah, NJ, 91-109. 
Tanner, C. &  Kast, S.W. (2003). Promoting sustainable consumption: determinants of green 
purchases by Swiss consumers. Psychology and Marketing, 20 (10), 883-902. 
Tanner, C., Kaiser, F. G., & Kast, S. W. (2004). Contextual conditions of ecological   
consumerism: A food-purchasing survey. Environment and Behavior, 36(1), 94–111. 
Teng, Ph., Rezai, G., Mohamed, Z., & Shamsudin, M. (2011). International Conference on 
Innovation, Management and Service IPEDR vol. 14(2011). Retrieved 5
th
 October, 2012, from: 
http://www.ipedr.com/vol14/21-ICIMS2011S00035.pdf. 
Terrachoice Environmental Marketing (2009). The Seven Sins of Green washing, Terrachoice 
Environmental Marketing, Ottawa, ON. 
Thorgersen, J. (2002). Promoting green consumer behaviour with eco-labels, New Tools for 
Environmental Protection: Education, Information and Voluntary Measures, National Academy 
Press, Washington, DC. 
Tobler, C., Visschers, V. H. M., & Siegrist, M. (2011). Eating green: Consumers‘ willingness to 
adopt ecological food consumption behaviors. Appetite, 57, 674–682. 
Troiano, R.P. & Flegal, K.M. (1998). Overweight children and adolescents: description, 
epidemiology, and demographics. Pediatrics, 101 (3), 497-504. 
  
106 
 
Tukker, A., & Jansen, B. (2006). Environmental impacts of products: A detailed review of 
studies. Journal of Industrial Ecology, 10(3), 159–182. 
Veisten, K. (2007). Willingness to pay for eco-labeled wood furniture: choice-based conjoint 
analysis versus open-ended contingent valuation. Journal of Forest Economics. 13 (1), 29-48. 
Van Birgelen, M., Semeijn, J., & Keicher, M. (2009). Packaging and proenvironmental 
consumption behavior: Investigating purchase and disposal decisions for beverages. 
Environment and Behavior, 41(1), 125–146. 
Verplanken, B., & Aarts, H. (1999). Habit, attitude, and planned behavior: Is habit an empty 
construct or an interesting case of goal-directed automati- city? European Review of Social 
Psychology, 10, 101-133. 
Vining J, & Ebreo A. (1990). What makes a recycler? A comparison of recyclers and non-
recyclers. Environmental Behavior, 22(1), 55 –73. 
Vlosky, R.P., Ozanne, L.K. &Fontenot, R.J. (1999). A conceptual model of US consumer 
willingness-to-pay for environmentally certified wood products. The Journal of Consumer 
Marketing, (16) 2, 122-40. 
Wegner, D. M., & Bargh J. A. (1998). Control and automa-ticity in social life. In D. T. Gilbert, 
S. T. Fiske & G.Lindzey (Eds.). The Handbook of Social Psychology Boston: McGraw-Hill 1, 
446-496. 
Wessells, C.R., Johnston, R.J. & Donath, H. (1999). Assessing consumer preferences for eco-
labeled seafood: The influence of species, certifier, and household attributes. American Journal 
of Agriculture Economics, 81(5), 1084-9. 
  
107 
 
Wu¨stenhagen, R. (1998). Pricing strategies on the way to ecological mass markets. Partnership 
and leadership: building alliances for a sustainable future, proceedings of the 7
th
 International 
Conference of the Greening Industry Network, Rome, 15-18 November, 1-24. 
Zeidner M, & Shechter M. (1988). Psychological responses to air pollution. Some personality 
and demographic correlates. Journal of Environmental Psychology. 8, 191– 208. 
 
 
 
 
 
 
 
 
 
 
 
 
  
108 
 
APPENDIX A 
 
Dear Respected Respondent, 
 
This research is being conducted to fulfill the requirements of Master of Business Administration 
course from University of Malaya.  
The purpose of this survey is to study the attitudes and willingness of Malaysian and Singaporean 
consumers towards green food consumption.  
Please be assured that your responses will be kept confidential. The strict ethic guidelines of 
University Malaya will ensure anonymity is maintained at all time.  
Hence, no names are required. Individual participants will not be identified in the analysis as only 
aggregated results will be analyzed and presented. Please read each question carefully and answer it 
to the best of your ability. There are no correct or incorrect responses. We are merely interested in 
your personal point of view.  
Thanks for your time and consideration. It is only with your generous help that this study can be 
successful.  
While answering, please remember the following points 
1. Please answer each statement related to the questions by ticking the box or number that best 
describes your answer. 
2. Be sure to answer all items. 
3. Never tick more than once in a single scale. 
Should have any queries about this survey, please feel free to contact:  
SUPERVISOR: Dr. NORBANI BINTI CHE HA (Faculty of Business and Accountancy, UM) 
MARYAM KASHANI NAZARI                Email: maryam_kashani57@yahoo.com 
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Respondent profile 
Please tick the suitable box 
 
Age:  
 20-24   40-44 
 25-29   45-49 
 30-34   50-69 
 35-39   70 and above 
 
Gender: 
What is your sex? 
 Male 
 Female 
 
Marital Status: 
 Single 
 Married with children  
 Married without children 
 Divorced/ Widowed 
 
Ethnic Group: 
Malaysian:   Malay  Chinese Indian  
  
Singaporean:   Malay   Chinese  Indian 
 
Others: please indicate--------------- 
 
Religion: 
 Muslim  
 Christian  
 Hindu  
 Buddhist  
 Others: please indicate------------------ 
Employment Status 
 Government employee 
 Private sector employee 
 Self-employed 
 unemployed 
 A homemaker 
 Student 
 Retired 
 Unable to work 
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Education 
 
What is the highest degree or level of school you have completed? If currently enrolled, 
mark the previous grade or highest degree received. 
 No schooling completed 
 Primary School 
 Secondary school 
 High school graduate - high school diploma or the equivalent  
 Some college credit, but less than 1 year 
 1 or more years of college, no degree 
 Associate degree  
 Bachelor's degree  
 Master's degree  
 Professional degree  
 Doctorate degree  
 
Household Income (monthly) 
What is your total household income? 
1 SGD= 2.5 MYR 
Malaysian Ringgit (MRY) Singapore Dollar (SGD) 
 
 Bellow RM1000.00 
 
 Below S$ 500 SGD 
 RM 1,000—RM 2,999 
 
 S$ 500—1000 SGD 
 RM 3,000—RM 4,999 
 
 S$1000 — 2000 SGD 
 
 RM 5,000—RM 6,999 
 
 S$2000 —3000 SGD 
 RM 7,000—RM 8,999 
 
 S$4000—5000 SGD 
 RM 9,000—RM 11,999 
 
 5000 & above 
 RM 12,000 and above 
 
 
Household size 
 1-3              7-9 
 4-6       10 & above 
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Section A 
 
Indicate the degree to which you agree/disagree the following statements are 
important to help the environment? 
  Strongly Disagree=1  Disagree=2      Neutral=3     Agree=4 Strongly 
Agree=5  
  
 
 
 
No 
 
 
Statements 
S
tr
o
n
g
ly
 
D
is
a
g
re
e 
D
is
a
g
re
e 
N
eu
tr
a
l 
 
A
g
re
e 
S
tr
o
n
g
ly
 
A
g
re
e 
1 
Eat less meat ( maximum once or twice per 
week) 
1 2 3 4 5 
2 Eat only seasonal fruits and vegetables 1 2 3 4 5 
3 Avoid food products with excessive packaging 1 2 3 4 5 
4 Buy regional (locally produced) food products 1 2 3 4 5 
5 Buy organic food products 1 2 3 4 5 
6 
Supermarkets charge consumers for plastic 
carrying bags 
1 2 3 4 5 
7 
More international discussion on green food 
consumption  
1 2 3 4 5 
8 
Green movement makes more awareness on  
green food concept 
1 2 3 4 5 
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Section B 
Indicate the degree to which you agree/disagree with the following behavior patterns?  
 
 Strongly Disagree= 1   Disagree=2      Neutral=3     Agree=4 Strongly 
Agree=5 
 
 
 
 
 
 
 
No 
 
 
Statements 
S
tr
o
n
g
ly
 
D
is
a
g
re
e 
D
is
a
g
re
e 
N
eu
tr
a
l 
 
A
g
re
e 
S
tr
o
n
g
ly
 
A
g
re
e 
1 Eating less meat is better for one‘s health 1 2 3 4 5 
2 Eating less meat is better for the environment 1 2 3 4 5 
3 By consuming less meat, one saves money  1 2 3 4 5 
4 
By abstaining from meat, one can prevent animal 
suffering 
1 2 3 4 5 
5 
Seasonal fruits and vegetables are better for the 
environment  
1 2 3 4 5 
6 Seasonal fruits and vegetables have a better taste  1 2 3 4 5 
7 
By buying seasonal fruits and vegetables one 
saves money  
1 2 3 4 5 
8 Seasonal fruits and vegetables are more healthy                      1 2 3 4 5 
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Section C 
Indicate the degree to which you agree/disagree to pursue following behavior 
patterns?  
Strongly Disagree=1  Disagree =2     Neutral=3     Agree=4 Strongly 
Agree=5 
 
  
 
 
 
No 
 
 
Statements 
S
tr
o
n
g
ly
 
D
is
a
g
re
e 
D
is
a
g
re
e 
N
eu
tr
a
l 
 
A
g
re
e 
S
tr
o
n
g
ly
 
A
g
re
e 
1 
I am willing to eat less meat (maximum once or 
twice per week) 
1 2 3 4 5 
2 I intend to eat only seasonal fruits and vegetables 1 2 3 4 5 
3 
I am willing to buy regional (locally produced) 
food products 
1 2 3 4 5 
4 I plan to buy organic food products 1 2 3 4 5 
5 
I am willing to avoid food products that are 
imported by airplane 
1 2 3 4 5 
6 
I intend to use my own carry bag when shopping 
instead of plastic bags 
1 2 3 4 5 
7 
I am willing to avoid purchasing products in 
non-environmentally friendly packages (e.g. 
plastic packaging) 
1 2 3 4 5 
8 I‘m volunteer for an environmental group 1 2 3 4 5 
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Section D 
 
Indicate the degree to which you agree/disagree with the following statements?  
Strongly Disagree=1  Disagree=2      Neutral=3     Agree=4 Strongly 
Agree=5 
 
No 
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1 
I am aware of Malaysian/Singaporean best eco-
label 
1 2 3 4 5 
2 Eco-labels are eye catching on green products 1 2 3 4 5 
3 Sufficient information is provided on eco-labels 1 2 3 4 5 
4 I believe that eco-labels are easy to read 1 2 3 4 5 
5 
Green products are marketed to me in a way 
which I really find engaging and relevant to my 
lifestyle 
1 2 3 4 5 
6 
Information on eco-labels is accurate for green 
products 
1 2 3 4 5 
7 
It is easy for me to identify green products in 
markets 
1 2 3 4 5 
8 
I acknowledge that the information on eco-label 
is an important criterion 
1 2 3 4 5 
9 I am aware of eco-brands 1 2 3 4 5 
10 Eco-brand is symbol of product reliability 1 2 3 4 5 
  
115 
 
 
 
No 
 
 
Statements 
S
tr
o
n
g
ly
 
D
is
a
g
re
e 
D
is
a
g
re
e 
N
eu
tr
a
l 
 
A
g
re
e 
S
tr
o
n
g
ly
 
A
g
re
e 
11 I believe eco-brand is truthful 1 2 3 4 5 
12 
I feel good about buying brands which are less 
damaging to the environment 
1 2 3 4 5 
13 
I trust well-known green branded products in 
Malaysia/ Singapore 
1 2 3 4 5 
14 
Environmental advertisement enhance my 
knowledge about green products 
1 2 3 4 5 
15 
Environmental advertisement guide customers to 
making an informed purchasing decision 
1 2 3 4 5 
16 
I enjoy watching broadcast environmental 
advertisement 
1 2 3 4 5 
17 
Green advertisements should promote 
environmental friendly products in a credible 
manner 
1 2 3 4 5 
18 
Attractive environmental advertisements will 
encourage me to purchase green product patterns 
1 2 3 4 5 
19 
Environmental advertisements are not 
exaggerated for green products in 
Malaysia/Singapore 
1 2 3 4 5 
